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Abstract 
Today we live in an era of design to which everything is relevant. The goal of this article is to relate current changes 
in economy and culture to design education.  This paper seeks to discuss Communication Design education within 
neo-liberal enterprise culture  in relation with marketization  processes  with reference to critical approach to 
education, by giving examples from  ‘Communication Design  Departments’ of universities. As a result, this paper 
suggests a necessity aiming at human-oriented education in order to create a better society than a market-oriented
one.   
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Introduction  
In the early 21st century, not only economic, but also political, technological and cultural transformations 
in relation with neoliberal agenda make it essential to think on education. Neoliberal transformation of 
economy with global media culture together has caused the transformation of the education system as a 
response to the new conditions, in which we are faced with the “neoliberal domination of culture and 
education” (Stevenson, 2010, p.344). Education and reproduction of culture are interrelated since 
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“neoliberal ideologies are seeking to remake common understandings through the reconstruction of 
education and popular media culture” (Stevenson, 2010, p. 343). With the aim of relating contemporary 
changes within economy,  design culture and design education, this work first will look into the current 
changes in the economic, social circumstances  and relate them to the rise of design culture. In the light of 
these, then, “communication design education” will be discussed.   
 
1. Neoliberal Economy and Design Culture 
 
Current changes in economic, cultural and technological conditions have shaped the world since the end 
of twentieth century. Digitalization, globalization and multi-culturalizm are main tendencies of today. In 
these new circumstances we are faced with 
 
 “the transmutations of technology and capital work together to create a new globalized interconnected 
world. A technological revolution involving the creation of a computerized network of communication, 
transportation, and exchange is the presupposition of a globalized economy, along with the extension of a 
world capitalist market” (Kellner, 2012 b: p. 2).  
 
Modern design in the latter half of the nineteenth century was a “value added” practise that was 
in relation with industrial capitalism.  It had a mediating place connecting production and consumption to 
make products more competitive in the market place. As Julier says with reference to Dutta, “design was 
an ethical challenge that harnessed taste and control, produced differentiation of commodities, and the 
professionalisation of its practice” at that time (Julier, 2009, p.219). After 1980s, with the fundamental 
changes in economy under globalisation on the base of consumption and, during 1990s, with the 
emergence of new visual communication technologies, cultural role of contemporary design has changed. 
Its following history has been “ a progression from its mediating place in a linear format linking 
production and consumption to its dispersed, multilevel distribution and intervention across a number of 
nodes that make up network economies” (Julier, 2009, p.219).   
 
           After 1980s with the implementation of neoliberal policies, rather than production, a consumption 
based economy has been grounded in many places of the world including Turkey. Consequently, the 
relations between state and market have changed. Public services including health and education become 
increasingly market-oriented. A shift from public sector to private causes marketization of public 
services. The state becomes the servant of the needs and values of the market (Kress, 2008, p.261 & 
Kress, 2000, p.137).  With the marketization of public sectors, the culture of public services come closer 
to private sector. Such features as competition, performance measurement and ratings become criteria 
even in public sector. A new public administration model that is related to management emerges in 
connection with these criteria to achieve ‘best value’ and to follow continuous progress in the way 
functions are practised. “This provides opportunities for design consultancies to create money-saving 
systems. (…) The marketisation of public services also creates a denser landscape of management and 
indeed, design opportunities” (Julier, 2009, p.223). In the conditions of New Economy, design plays an 
important role “both for localities and the individual, it (design) carries a symbolic level in the way it 
points towards broader notions of capital in the New Economy”  ( Julier, 2009, p. 221).   
 
Today’s capitalism is not only globalised but also glocalised and individualized. In changing 
conditions not only mass production but localised and individualized production and consumption  also  
become significant. In today’s multicultural world, glocalisation processes require to consider local 
properties and markets.  And individualized capitalism has to consider persons as consumers. While 
globalization has a homogenising effect on the one hand, glocalization and individualization encourage 
diversity and difference. While global capitalism stimulates homogenisation, multicultural consumer 
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capitalism centralizes localities and individuals as consumers. In these new conditions of market oriented 
and consumer based neo-liberal economy, design and the principles of design become significant.  In 
mass production conditions of the ‘nation-state’ model of the previous period, the commodity itself was 
its own ideology and its own advertising.  As Foster indicates, our time that refers to a qualitative leap in 
the history witnesses the “flexible specialization” of post-Fordist production in which “the subjectivizing 
of the commodity is already apparent in streamlined design” (Foster, 2003, p. 19). The process of the 
‘subjectivizing of the commodity’ causes ‘personalization of design’. “Desire is not only registered in 
products today, it is specified there: a self-interpellation of ‘hey, that’s me’ greets the consumer in 
catalogues and on-line” (Foster, 2003, p.19-20). In these new conditions, the meaning of design and the 
role of designer changes: 
 
“‘Design’rests on agency; it takes agency for granted, still as work, but no longer as acquisition but now 
definitely as ‘shaping work’ . In this, design proceeds on the basis of a full knowledge of the resources 
available to the designer and the capacity of the designer to assemble these materials into designs 
expressing her/his intentions and interests in relation to particular demands” (Kress, 2000, p. 140).  
 
The engine of design becomes ‘branding’ now. As a result of the growing competition to include 
more consumers to the market place in the process of diversification and the subjectivization of the 
commodity, the package becomes almost as important as product (Foster, 2003, p. 19). In the conditions 
of growing competition, the advantage is attained through ‘branding’ and ‘being fashionable’.  “The 
competition between brands (…) reflects and contributes to their distinctions through providing 
differentiated rules of engagement. Brands currently articulate fields of their respective practices” (Julier, 
2006, p.76). In this case, ‘brand value’ gains a high symbolic power in the society, which becomes more 
of an issue any more.  Julier finds  “the rise of branding as the key focus and driver of much design 
practice” of today’s design and he keeps saying that “the systems of branding inhabit much of the space 
of design culture, turning information into an “all around- us” architectonic form.” (Julier, 2006, p. 75).  
 
These changes and pressures not only coming from economy but also from the technology in 
connection with digitalization are related to each other. During 1990s technological revolution comes 
across the world that “centers on computer, information, communication, and multimedia technologies” 
and changes everything “from the ways that people work to the ways that they communicate with each 
other and spend their leisure time” (Kellner, 2012 b, p. 1).The improvement of digital technology and 
high-tech communication systems provide “an infrastructure for the global economy” (Kellner, 2012 b,  
p.2). After 1990s the market-oriented neo-liberal economy goes hand in hand with this technological 
revolution, causing new information and knowledge-based market economy to develop. Kellner states 
that the synthesis of marketization of economy and digitalization processes create a new form of 
capitalism that can be called as “technocapitalism”, which is marked by the combination of “capital and 
technology”. 
 
 “The term technocapitalism points to a new configuration of capitalist society in which technical and 
scientific knowledge, computerization and automation of labour, and information technology and 
multimedia play a role in the process of production analogous to the function of human labour power, 
mechanization of the labour process, and machines in an earlier era of  capitalism” (Kellner, 2012 b, p.5-6).  
 
As Foster states, as a result of the improvement in media technologies, media industries become 
more central in the economy. This is one of the reasons for the inflation of design today (Foster, 2003:21).  
As he indicates, this might hide a more fundamental development (Foster, 2003, p. 21-22) :  
 
“the general mediation of the economy. I mean by this term more than ‘the marketing of culture’ ; I mean a 
retooling of the economy around digitizing and computing, in which the product is no longer thought of as 
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an object to be produced so much as a datum to be manipulated –that is, to be designed and redesigned, 
consumed and reconsumed. This ‘mediation’ also inflates design, to the point where it can no longer be 
considered a secondary industry”.   
 
In this case, design becomes the issue of a political economy. As Foster says, 1920s “conflation 
of the aesthetic and the utilitarian in the commercial” (Foster, 2003, p. 18) is still in effect in this current 
period but what differs this conflation is the extension of “exchange value”  to all signs, forms and objects 
as “sign exchange value”  in the name of design.  In today’s design not only aesthetic and the utilitarian 
are conflated but also contained in the commercial and everything seems to be regarded as design (Foster, 
2003, p.17).  With the development of knowledge economy by the late 1990s and 2000s, design issues 
become related to ‘creative capital’ which is significantly important in the production of ‘symbolic value 
of knowledge’ as a form of ‘sign exchange value’. So today’s design as a “knowing practise” is not only a 
matter of ‘profit’,  but also an important part of  the “creative industries”  in connection with  its  power of 
producing ‘sign exchange value’ . In the new conditions of economy, we can talk about a growing ‘design 
industry’ as an important part of “cultural industries”. Design industries are wealth of the economy today. 
For example, “By 1994, the Netherlands Design Institute was optimistically predicting a growth of the 
European design market from $9.5b. to $14b. by 2000”  (Julier, 2006, p. 72).  
  
Parallel to design industry, a design culture has emerged “with the massification of design 
production and consumption in the late-twentieth and early twenty-first centuries” (Julier, 2000, p. 72).  It 
has a central role “as commonplace, in creating and articulating value, structuring the circulation of 
information and forming everyday practices. In either case, it seems apt to regard design culture as a key 
result and expression of our times” (Julier, 2006: 72). Today’s contemporary design is seen by Kress as a 
kind of metaphor for shaping future (Kress, 2000, p.134).  
 
           So, the frames are: the frames of the neoliberal transformation of economy and globalisation of 
finance capital, changing frames of digital media technologies, the changing frames of transport 
(commodities, people or  information), the changing frames of  society (from homogeneously 
monocultural society to a pluricultural one), changing frames of social and individual communication all  
have effects on education  (Kress, 2000, p.138) in restructuring process. The following part will 
concentrate on the relation among design education and economic, cultural or technological changes. 
 
 
2. New Economy, New Labour Demands and Design Education  
 
 
There are ties between market-oriented enterprise culture based on consumption, design culture 
and educational field.  The need for “an economy based on consumption has an entirely different relation 
to an ‘education system’ than one that is based on production” (Kress, 2008: 261). Because “markets are 
interested in consumption and consumers rather than production, and therefore not interested in the 
development or the characteristics of a labour-force, local or global.” (Kress, 2008:261).  
Technocapitalism and the logic of neoliberalism  itself need a new type of individual and labour. In the 
previous industrial nation-state model, the state’s purpose for the education system was to produce 
citizens and labor force for its economy, which provided “the  means of constructing identities for 
individuals” (Kress, 2000: 143-144).  But a market dominated, post-industrial consumer capitalism needs 
consumers rather than citizens; that’s why it has a different relation with the individual  for constructing 
identities.  
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“The market provides for those who have the means to participate, the possibility of identity making via 
choice-in-consumption (…) Choice-in-consumption is the expression of the individual’ s interest (shaped, 
of course, in the environment of the society and its market) and becomes the expression of an individual 
aesthetic (shaped, of course, and met by the aesthetic of the market)” (Kress, 2000:144).  
 
As Kress states, “Style-as-aesthetics” is the condition of consumer capitalism  now, which expands the 
field of aesthetics from the elite to all practices of everyday life and relates any commodity to any kind of 
text that are in connection with the consumption of all kinds of commodities. At this point, they all 
become the issue of design and design principles which overspread “every aspect of the aesthetics of the 
market” (Kress, 2000:144). In these new economic conditions, design becomes not only the issue of 
‘creative capital’ but also ‘creative labor’ because “it could signal the transformation or regeneration of 
localities, but also of the self” (Julier, 2009, p. 223). The demands of the consumer capitalism and the 
new knowledge economy requires for a new kind of labour force. With the changing role of design in the 
society and economy,  new labour demand is required.  As Julier argues, design’s new role  
 
“fits the labour demands of the New Economy, hence, in turn, the symbolic power of design in  
representing its potential success. The organisation of the design industry may be viewed as 
paradigmatic of the kinds of labour arrangements and sensibilities that lie at the heart of the 
functioning of the New Economy” (Julier, 2009, p. 221). 
 
 Design’s role in the New Economy is related to individual’s transformation on the base of 
‘creativity’. Creativity is “a source of economic advantage but also a way of indicating the symbolic value 
of knowledge and creative capital at relatively low cost” (Julier, 2009,  p.221).  So, this property becomes 
a subject of “marketing” as a “saleable asset”, which ties design sector and design education.  Design’s 
role here, “alongside other forms of creative labour, is a source of reskilling and employment in 
postindustrial contexts” ( Julier, 2009, p. 221). We can see creativity criteria as an aim in introducing 
almost all of the Communication Design departments. For example, Communication Design Department  
of Bahçeşehir University -one of the private universities in Istanbul- states its aim as follows: “Bahçeşehir 
University’s Communication Design Department aims to bring digital technology, creativity, systematic 
thinking, and theoretical and practical knowledge together to synthesize and create visual 
communication”  (Communication Design, 2012). 
 
            This ‘creative’ designer works in the conditions of New Economy. The requirements of 
relatively stable, homogen, predictable, secure, less complex conditions of industrial nation-state model 
founded on mass production and a local economy is being replaced by unstable, mobile, hyper complex, 
less predictable, the highly fluid arrangements of lifestyle groupings, transnationally and transculturally 
controlled and ordered market conditions and demands  (Kress, 2000, p.138  & Kress, 2008, p. 261).  
“The demands generated in this new arrangement are diverse and the new curricula consequently have 
no immediately available, secure basis for broadly integrative principles of coherence” (Kress, 2000, 
p.138). 
 
             There are educational impacts of this shift from stability to instability from homogeneity to 
diversity. In the conditions of mobility and instability neither knowledge nor values are secure and it is 
not possible to predict coming. In this case, “different and distinct (curricular, conceptual, social and 
ethical) resources are required to deal with each” (Kress, 2008, p. 260).  In contrast with the need for 
stability for the education systems of industrial nations, “the new arrangements seem to demand an 
education for a period of fluidity, for instability” (Kress, 2000:138). In terms of citizens and labor force, 
as a result of this social transformation, more flexible selfhood is grounded in the education. As Julier 
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(2009, p. 221) says with reference to McRobbie, “flexible, project-focused, and socially networked 
worker” is  embodied in the designer. 
 
              So, these demands of the New Economy explains the designer’s integration to the market and 
business.  This integration makes the design education to come closer to the marketing, management and 
public relations disciplines. This connection is stated by Design and Management Program of The 
Parsons New School for Design in New York - “a pioneer in art and design education since its founding 
in 1896” (Parsons, 2012)-  as follows:   “The BBA in Design and Management program educates students 
in the entrepreneurial and strategic aspects of design, as well as in design aspects of business” (Design 
and Management, 2012). The school explains its career pathways below:   
“Students graduate with skills and competencies that prepare them for lifelong personal and professional 
growth. Design and Management students master the conceptual and technical skills to develop innovative 
ideas and enable organizations to fulfill their missions and acquire competitive, design-driven advantage. 
Alumni succeed in a range of capacities: starting their own businesses, managing creative people and 
projects, marketing new products and services, devising design-driven business strategy, assuming 
leadership positions”  (Career Pathways, 2012).  
          The connections between the School of Art, Media and Techonology of Parsons New School and 
the industry in learning process is indicated as follows: “Faculty also take advantage of New York’s 
abundant design resources to create classes that support hands-on learning. These classes often take the 
form of partnerships with local and global firms including Time Warner, Microsoft, Apple, Electronic 
Arts, the United Nations, and Human Rights Watch” (Project-based Learning,  2012).  
 
And also the opportunities that Parsons career services’ offer for design students illustrate 
industry based connections of the school:    “Parsons Career Services hosts portfolio-review events and 
puts potential employers and internship sponsors in touch with program participants. In addition, New 
York-based industry organizations like the Type Directors Club , AIGA, IxDA (Interaction Design 
Association), and The Art Directors Club, as well as research groups like Eyebeam Art and Technology 




3. The Rise in Communication Design / Visual Communication Design Departments and Related 
Issues  
 
Consequently, the agenda of capital, expanding communication technologies, changing subjectivities, and 
the demands of networked society all have caused Communication Design/Visual Communication Design 
departments to emerge as a reaction or as a solution.  In the restructuring of education, the emergence of a 
new department in response to these changes is expressed well by Bilkent University the first private 
university in Turkey. Founded in 1998 as one of Turkey’s leaders in the field, the Department of 
Communication and Design of Bilkent University states its aim as follows: “The Department of 
Communication and Design is a response to the growing need of our increasingly globalized and 
networked world in which mass communications and visual technologies of various kinds play a 
fundamental role” (Department of Communication and Design, 2012).   
Parallel to design inflation in life, demands on the need the ability to design and thus  designers 
with new skills explain the importance of design education, especially Communication Design education. 
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Sabancı University, one of the private universities in Turkey, Visual Arts and Visual Communication 
Design Department underlines this necessity for a designer with new skills:  
 
“We live in a world where the role of the artist/designer is being redefined. Todays artists and designers 
need to be equipped with knowledge and vision which go far beyond the traditionally required skills of 
draughtsmanship. The individual's need to be conversant with social, scientific and technological evolution 
that surrounds him or her, and the ability to incorporate this evolution into the creative process, brings the 
issue of a visual education that has a wider based spectrum than before. The interdisciplinary educational 
approach embraced by Sabancı University aims to provide an ideal breeding ground for the education of the 
"new" artist and designer” (Undergraduate Program, 2012)  
        
           As a result of all the things discussed above, Design courses in the school programs and Design 
Departments have arisen rapidly during the last decades.  For example,  “Design and technology 
experienced massive expansion in the UK school curriculum in the late 1990s  —the Design Council 
(1999) reported a 63% rise in students opting to study Design and Technology at secondary school” 
(Julier, 2009, p. 220 ). With the emergence of design culture and a growth of the design market, the 
number of design students have increased. For example, 
 
“in the UK,  the number of first-year design students increased by thirty five percent, from 14,948 to 
20,225, between 1994 and 2001. It is in this decade that we see the emergence of the terms ‘creative 
industries’ and ‘cultural industries’—of which design forms a significant proportion—and measurements 
and forecasts of them taking place. According to a 1998 European Commission report, ‘cultural 
employment’—that is work in advertising, design, broadcast, film, internet, music, publishing, and 
computer games—grew by twenty four percent in Spain (1987–94), while employment in Germany of 
‘producers and artists’ grew by twenty-three percent (1980–94). On the other hand, what is described here 
is a qualitative change in terms of how design is practiced, circulated, and perceived” (Julier, 2006, p.72). 
 
          From late 90s onwards, in Turkey Communication Design Departments or Visual Communication 
Design Departments have commenced to be established. Most of them are structured in the private 
universities. Universities are also offering design courses. And some private design education 
institutions have been opened recently. They are mostly a part of design industry.  
 
            In this restructuring of education to the changing demands under the logic of the global market 
that requires  new labour, as Stevenson argues, “what is new is the way in which popular culture and 
transformations within education more generally are seeking to articulate a neoliberal project through 
politics, education and media culture ” (Stevenson, 2010, p. 343). As Kellner says “the economic and 
cultural global restructuring going on in the world today is done on the basis of the most advanced sector 
of the new economy and culture (i.e. information and multimedia technology) penetrating ever more 
realms of life from entertainment to labour to schooling.” Thus, the reconstruction of education on the 
grounds of “socio-economic, cultural, and the material conditions of everyday life and labour that are 
changing is a reasonable response to the great transformations now underway” (Kellner, 2012 c, p.13) 
Imposing neo-liberal, market-oriented agenda on education, schools have been reorganized according to 
the business model. With the neo-liberal restructuring of education “the language of markets, targets, and 
tests is (… ) increasingly regulating education” (Stevenson, 2010, p. 342) and university is being 
grounded on a ‘client base’ with changing relations  between work, leisure and pleasure ( Kress, 2000, 
p.137).   
 
           There are some advantages of “new enterprise culture that speaks the language of possibility and 
transformation”  (Stevenson, 2010, p. 355).  Such kind of language is important to eliminate the 
boundaries in daily life between high art and popular art and between high culture and popular culture. 
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This is important for the transformation of daily life practices and education compared to the previous 
period “defined by a conservative set of institutions concerned with the reproduction of a class-ridden 
industrial society” (Stevenson, 2010, p. 343). Despite these positive transformations, because the logic of 
market that promotes an entrepreneurial culture increasingly regulates education, market-oriented shifts 
cause some dangers: 
   
“In this context, the danger is that the rule of money and power will seek to colonize artistic works, 
education, media and the relative autonomy of culture from the market. As this happens, public spaces that 
previously were open to experimentation and autonomy become closed. Notions of public culture and 
value linked to ideas of service or the promotion of democratic dialogue inevitably become degraded, as 
everything becomes linked to the needs of the knowledge economy” (Stevenson, 2010, p. 348). 
 
 
In these conditions, design education and design curriculum become more integrated into the 
marketing and management in a consumer society more than before. As advertising and branding become 
significant in an age of image, design integrates more into the logic of market and consumption culture.  
In addition to this, turning into the graphic arts with the pressures coming from technology and economy, 
art becomes interrelated to the design, too.  In a design age, in which the aesthetics and the utilitarian are 
conflated and “subsumed in the commercial” (Foster, 2003, p.17), the Art is losing its critical dimension 
in the society.   Foster states that contemporary design has no resistance as in the past:  “It delights in 
postindustrial technologies, it is happy to sacrifice the semi-autonomy of architecture and art to the 
manipulations of design” (Foster, 2003, p. 18).   
 
The logic of Art and post-industrial design are quite different. Art dreams to produce other ways 
of thinking and experiencing, design dreams of persuading to sell other things. This difference is 
expressed in Parson New School For Design’s website: “Communication Design majors examine the 
social and cultural ramifications of communication. Students learn the art of persuasion by creating 
compelling messages, narrating them in meaningful ways, and crafting strategies to broadcast them to the 
world” (Socially Minded Design, 2012).  So, the need for the Art’s critical look and its unique role in the 
society that is to “play in illuminating the constantly transforming relationships embedded in 





Education should serve democracy and social change for a better society in which humans will be  more 
emancipated than today. In the restructuring of education a democratic and anthropocentric program 
should be applied. In this process, the demand for new literacies as in the case of Design Education   
should accompany “with a program of the democratization of education” (Kellner, 2012 c, p.14). 
Education should be seen as a dialogical and democraticizing process, leading to emancipatory, dialogical 
and experimental learning to empower students to be independently  critical to create a better society.  
That question is still important in designing our future through education in general and Design education 
specifically, on the base of human needs : “whether education will be restructured to promote democracy 
and human needs, or whether education will be transformed primarily to serve the needs of business and 
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